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How are we Reaching Them?How are we Reaching Them?

• 2011 survey indicates – in many ways:
– Direct mail (letters to draw tag holders)
– Email
– Social media
– Word-of-mouth and friends & family– Word-of-mouth and friends & family
– Other (majority listed other)

• AZGFD: website, regulations, ad, magazine
• Outdoor Expo (G&F, ISE, and no identifier)
• Scholastic Clay Target Program (SCTP)
• Hunter Education
• Internet
• Flyer, signs



New Ventures New Ventures –– Retail PartnersRetail Partners

• In May, we met with outdoor retailers to learn 
about the frequency of customers that are 
“completely new” to hunting/fishing at their stores.
– Archery Headquarters

– Bass Pro Shops

– Cabela’s

– Dick’s Sporting Goods

– Sportsman’s Warehouse

• Each representative indicated they get a number 
of these “how do I get started” customers – daily.



The Missing connection?The Missing connection?

• Provided retailers with 
customized flyers to 
assist with these target 
customers:
– A “Got Gear” flyer – A “Got Gear” flyer 

promoting outdoor 
skills camps to learn 
how to use your gear

– A “Learn to Hunt Deer” 
flyer with a list of 
mentored camps and 
draw information



We’re on to SomethingWe’re on to Something

• The retailers indicated the flyers will 
assist with “undecided” sales.

• The flyers should give new customers 
confidence (in buying), and a pathway 
to learn how to use their gear.

• Traffic increased on the Outdoor Skills 
web page compared to 2011, 86 hits 
vs. 31 on 6/11 - a 177% increase.



Website duplicated promotionWebsite duplicated promotion

Big Game Draw page

Promoted mentored deer camps, 
and newly launched women’s deer 

Outdoor Skills page

Informed of the application 
deadline, hunt numbers to use



FeedbackFeedback

“We get two or three people every day 
asking them exact questions at my 
store. I can only imagine if we were 
to have someone at the big box 
stores that was on point handing 
out that information to all the out that information to all the 
people they receive and you multiply 
that across the valley this without a 
doubt is the biggest recruiting tool 
department has ever developed” 

~ Arizona outdoor retailer



Continuing our strengths Continuing our strengths -- REGSREGS

• Fall Hunt Regulations “New to Hunting?” section
– 37+ events, increased to 3 pages this year, largest ever



Other Regulation PromotionsOther Regulation Promotions

• Pronghorn Antelope and Elk 
Regulations

• Spring Regulations (javelina, 
turkey, bear & buffalo)

• Dove & Band-tailed Pigeon 
Regulations

• Waterfowl and Snipe Regulations

In each of these regulations, there is a listing of the 
HAHWG events related to that regulation, or those 
events that correspond at the time of publishing.



Continuing our strengths Continuing our strengths -- WEBWEB

Features:

• New event calendar
• Twitter feeds
• Next Steps info
• Links to regulations

www.azgfd.gov/OutdoorSkills web page
Visitation to page increased 39% from 2010

Coming improvements:

• Health, learning and lifestyle 
benefits

• Statement about event 
standards, best practices

• Listing of HAHWG partners



Continuing our strengths Continuing our strengths -- WEBWEB

• 15,650 visitors, 1 minute 53 seconds average visit 
• Visitors finding page direct and through other links on G&F website



• Facebook
– Event listings and promotions
– Sharing by partners, fans

• Twitter
– Building conversations

Social MediaSocial Media

– Building conversations
– Using keywords “#hashtags” 

• #azhunting
• #azdovehunt
• ? Others, ideas

• Google Calendar
– Searchable
– Shareable



• Full Listing of 
Events
– Sorted by Date

– Images

– More Detail

Facebook Facebook -- EventsEvents

– More Detail

• Engagement
– “Likes”

– Attendance

– Questions

– Comments

– Interaction 



Paid AdvertisingPaid Advertising

• Facebook ads in July-Aug.
– Waiting on FY13 budgets

• Considering testing ads in family 
magazine / website
– Raising Arizona Families– Raising Arizona Families
– Arizona Parenting

• Both have had articles about hunting, 
fishing, wildlife, or the outdoors

• Both have calendar of events for 
families

• Both attract a family-focused customer

• Researching PSAs based on health, 
lifestyle and learning benefits



External PromotionsExternal Promotions

• Outdoor writers / bloggers

• AzWanderings.com

• Thewoma.com

• Kingman Newspaper – Don M.

• Desert Rat Outdoors

• Yuma Sun – Jean W.

• Many others• Many others

• Outdoor websites:

• Coueswhitetail.com

• TheArizonaHunter.com

• Arizona Sportsman’s Journal

• Many others

• Other sources/news/societal:

• Movies: The Hunger Games

• Magazines: food, family, parenting

• Preppers & locavore movements



Fishing Fishing –– Lapsed Angler Lapsed Angler 

• Lapsed Angler 
campaign
– Recreational Boating 

Fishing Foundation 
(RBFF)/ Shakespeare

– 74,000 directly – 74,000 directly 
mailed postcards

– Radio PSA
– Cash rebate program

• Similar program for 
boater registration 
(netted $105,000)



Fishing Fishing –– For Millions For Millions 

• Cabela’s Fishing for 
Millions-incentive to 
participate
– AZ tagged fish in 3 

lakeslakes

– Promoted by G&F: 
website, news 
releases, radio 
appearances, fishing 
report and more.

– Runs May 5 to July 8



Fishing Fishing –– State Parks State Parks 

• Nature’s Waterpark
Showdown

– Recreational Boating 
Fishing Foundation 
(RBFF)/ State Parks(RBFF)/ State Parks

– Social media 
campaign using 
Facebook

– Alamo Lake in AZ

– Incentive-based for 
travel prizes



CyberCyber--Fishing Fishing 

• G&F launched 
interactive fishing / 
boating website

– March 2012

– Search by species, – Search by species, 
lake, region, water 
types and more

– Detailed information 
about lake

– GPS and driving 
directions Point your browser to:

gis.azgfd.gov/fishandboat



Questions?Questions?


